ABSTRACT
INTRODUCTION
he convergence of traditional and electronic business models, as well as traditional and new business practices, are changing the face of global business as we know it. Electronic business models provide a particular opportunity for content, community and commerce to converge. Group buying daily deal sites are the result of a convergence between content sites and social networks. Daily deal sites allow individuals to leverage bargaining power as a collective in order to obtain discounted deals on local products, services and experiences. These local discounted deals are distributed as electronic coupons via e-mail and mobile channels to subscribers of websites like Groupon (Beukes & Hughes, 2012 , p. 1; Hughes & Beukes, 2012, p. 922). Daily deal social group buying sites are of interest from a strategy, as well as a development and growth perspective, as they challenge traditional paradigms on how to build a profitable business (Hughes & Beukes, 2012, p. 922) . Groupon is the fastest growing and biggest daily deal social group buying site (Hughes & Beukes, 2012, p. 924). (Beukes & Hughes, 2012, p. 114) . Groupon has ventured beyond its domestic market almost from the start by employing an aggressive growth and globalization strategy fuelled largely by mergers and acquisitions. Since its inception in 2008, Groupon has acquired twenty-eight companies across the USA and globally. An intentional growth and globalization strategy would imply a wellthought-through acquisition of the most viable competitors in each market. Looking at the strategic fit between Groupon and its acquisitions in terms of its intended future direction, there is evidence of hasty and ill-conceived acquisitions of companies that did not necessarily present the most viable option. In a previous article, the researchers discussed how Groupon is utilizing mergers and acquisitions as their primary growth and globalization strategy for two major reasons: (1) to acquire new markets and customers and (2) to strengthen their underlying technology.
"Conventional strategic wisdom dictates that a business first establishes itself as successful and profitable in its home market before exploring growth on a global stage"
In evaluating the effectiveness of Groupon's growth and globalization strategy, the researchers utilized the integration factors identified by Ruess and Voelpel (2012) in the development of their Post-Merger Integration (PMI) Scorecard for balancing post-merger integration. These factors included integration on the following levels: strategic, structural, personnel, cultural and stakeholders. Strategic integration considers the strategic direction of the companies that are about to be integrated (Ruess & Voelpel, 2012, p. 79 ). An acquiring company has to consider how a newly acquired company would fit into the strategic direction the acquiring company would like to pursue. Structural integration complements strategic integration. The aim is to establish meaningful and strategically adequate organizational structures and processes for the newly integrated entity (Ruess & Voelpel, 2012, p. 79) . Furthermore, structural integration is directly dependent on existing infrastructure and technology for the successful pursuit of the newly integrated business. When the acquiring company acquires a company outside its national borders, the infrastructure and level of technological advancement of the foreign market should be evaluated to ensure the business will be able to pursue its new intended strategy. Personnel integration requires consideration of the employees who will be retained in the newly merged entity as well as job requirements, skills development, incentive systems etc. (Ruess & Voelpel, 2012, p. 79) . Cultural integration involves the merging of two, often different, organisational cultures into a newly integrated organisational culture that incorporates the most important values held by the original separate entities (Child, 2000; Salama, Holland & Vinten, 2003) . Lastly, stakeholder integration demands consideration of all the external stakeholders that will be affected by the merger or acquisition. Stakeholders include customers, business partners, governments and union representatives (Ruess & Voelpel, 2012, p. 79 ).
In this follow-up article, the researchers further investigate Groupon's expansion into international markets through the acquisition of imitator companies with the specific purpose of acquiring new customers and expanding their international market share. When multi-national organisations enter international markets that are structurally very different from their own, these new markets could present obstacles to effective business functioning. Multinational organisations venturing into new markets, especially developing markets, need to carefully consider whether the existing infrastructure in those markets is conducive for effective business functioning. When the multinational's core business depends on information technology for successful functioning, the level of technological advances and Internet saturation and/or access to the Internet become important considerations before establishing an international branch in that particular international market. The U.N. recently offered a sobering statistic. A 2013 study found that more people have access to cell phones than toilets (Wang, 2013) . This means that even if customers have access to mobile phones, this does not mean that the country has the necessary infrastructure to support new and growing e-commerce and/or foreign multi-national companies wanting to invest there. For this reason, the researchers will not only consider the technological implications of Groupon's acquisitions, but also the structural considerations necessary for successful expansion of the business into international markets that might be significantly different from their home market.
RESEARCH PURPOSE
This study aims to provide insight and critical reflections on the structural and technological implications for multi-national organisations who wish to expand their businesses into new international (and often developing) markets. In this case study, the researchers consider the structural and technological factors that impacted on Groupon's post-merger structural integration in international developing countries.
RESEARCH DESIGN & METHODOLOGY
The research paradigm for this study was qualitative; in particular, an instrumental case study (Stake, 2005) . Case studies are aimed at discovering meaning and gaining heuristic understanding (Eriksson & Kovalainen, 2008, p. 117; Merriam, 2009, p. 39) . Case studies are used to test, illustrate or generate theory, or alternatively to identify the sources of problems or solutions to problems (Gomm, Hammersley & Foster, 2000) . A case study is, in essence, a problem-centric approach to research. This case study, in particular, will be used to discuss the structural considerations affecting the level of competitiveness of international markets that Groupon has ventured into as well as the technological factors that indicate the level of online activity in these countries. To gain a clear picture of the problem at hand, the case must be investigated from many angles by gathering data from different sources (HesseBiber, & Leavy, 2011, p. 265), such as documentation, archival records, physical artefacts, etc. (Yin, 2008) . The case of Groupon is about an online entity situated within a milieu embedded in a number of international contexts. Groupon has expanded its business into these international markets without due consideration for the structural and technological factors that would impact on successful post-acquisition integration and business operation.
There are different perspectives on the nature of case studies. One school of thought would argue that case studies are too particularistic and thus present a limitation to the research strategy as the findings cannot be generalised (Merriam, 2009, p. 43) . However, in this particular study, the data evaluated for this case study has transferability. Although the researchers are looking at Groupon in particular, their presence in different countries is being analysed in light of the specific structural and technological differences. These differences would affect any other high-tech company that would want to enter that market; hence, the data and analyses become transferable to other contexts and other types of companies.
LITERATURE REVIEW
Mergers and acquisitions (M&A's) are considered a natural way of expansion for growing companies as many organisations have managed to expand their businesses successfully through the acquisition of smaller organisations (Chakrabarti et (Cartwright and Schoenberg, 2006) . In fact, M&A's have become the dominant strategy through which multinational organisations expand into other countries (Edwards & Edwards, 2012, p. 505) . The technology sector is no exception to this rule. This is evident from Groupon's rapid expansion into foreign markets with the purpose of acquiring new customers and expanding its international market share. Since 2010, Groupon has acquired 13 imitator companies in foreign markets. None of these acquisitions were hostile take-overs. In fact, in some markets -for example, South Africa -the imitator company approached Groupon and in other markets, one imitator was leveraged into several neighbouring and related markets -for example, ClanDescuento in Chile (Beukes & Hughes, 2012 50 and 80 percent of all mergers do not achieve their strategic, operational or financial goals (Ruess & Voelpel, 2012) . Additionally, the realized corporate growth of the acquired company, after the fact, remains heavily contested (Ooghe et al., 2006, p. 223) . Unsuccessful post-merger integration has also been linked to high staff turnover (Napier, 1989 ) and poor post-merger performance (Teerikangas & Very, 2006; Weber, 1996) .
Post-merger integration in a foreign market presents additional challenges since the acquirer also has to take cognisance of the structural and technological factors that affect effective business functioning in that particular market. Before an organisation expands its business into foreign markets, it needs to consider the political and economic climate of the foreign market, the legislation and laws that will affect is operations, as well as the national culture and socio-cultural factors that affect business in that particular market. When looking at the economic viability of establishing another branch in a foreign market, the existing infrastructure and level of global competitiveness of the foreign market determines the level of expected return on investment. The World Economic Forum defines competitiveness as "a set of institutions, policies and factors that determine the level of productivity of a country". The level of productivity, in turn, determines the level of prosperity a particular economy is able to achieve (Schwab & Sala-i-Martin, 2012, p. 4). Prosperity would be indicative of consumer buying power and the possible rates of return on investments. Thus, the higher a country's competitive ranking, the more productive the economy and the more likely the economy is to yield sustainable growth and consumers are more likely to invest in e-commerce. Since the World Economic Forum's Global Competitiveness Report represents the most robust and comprehensive evaluation of its kind, it provided the foundation for the analysis in this article.
FINDINGS AND DISCUSSION
Infrastructure refers to the fundamental facilities and systems serving a country, city or area such as transportation systems, power plants and education etc. (Dictionary.com). In other words, it is the facilities and services necessary for an economy to function (Sullivan & Sheffrin, 2003 p. 474) . From a functional perspective, infrastructure enables the production of products and the development of services, as well as the distribution of these finished products and services to different target markets. It represents the physical and organisational structures that should be in place for societies, industries and businesses to exist and to function. Modernisation of infrastructure seems critical for future competitiveness on a global scale (Urban Land Institute and Ernst and Young, 2011). There are various structural factors that contribute to the development of a country's infrastructure such as roads, railways, airways, transportation and logistics, water supply, sewers, electrical grids, and communication channels, etc.
The structural factors that will be discussed in this particular case study include: 1) the quality of electricity supply, 2) the number of fixed telephone lines, and 3) the number of mobile telephone subscriptions, as these factors are all indicative of sufficient access to websites and possible online activity. Of course, there are other factors that contribute to a country's overall infrastructure -such as roads, railways, airways, logistics, water supply, etc. However, for purposes of this article, the focus will be on the factors necessary for e-commerce. For these factors to be present at a particular level within a country, there would have to be an extant and developed broader infrastructure that includes roads and logistics. For global business success, a well-developed transport and communications infrastructure network is "a pre-requisite for the access of less-developed communities to core economic activities and services" (Schwab, Sala-i-Martin & Greenhill, 2011).
As mentioned above, Groupon has acquired 13 imitator companies in foreign markets. In some instances, imitators have been leveraged to allow Groupon to expand their global reach into neighbouring countries. Groupon currently has a presence in the following geographical regions: Africa (one country), Asia (nine countries), the Middle East (two countries), Europe (three countries), the European Union (14 countries), North America (three countries), Latin America (six countries) and Oceania (two countries). Table 1 illustrates the structural considerations affecting the global competitiveness of the countries that Groupon operates in. In Table 1 , the global competitiveness score for each country Groupon operates in is summarised by geographical region. The first indicator of global competitiveness is the country's ranking. The 2012-2013 Global Competitiveness Report evaluated 144 countries. Thus, Table 1 indicates each country's rank out of 144 on the list. Each country is assigned a global score that is aggregated into a single index representing the twelve pillars of development that the report measures -institutions, infrastructure, macro-economic environment, health and primary education, higher education and training, goods market efficiency, labour market efficiency, financial market development, technological readiness, market size, business sophistication, and innovation. Therefore, the global rank indicates how successfully a country has managed to develop in light of all twelve of the pillars. A score of one indicates a low level of development and a score of seven indicates a high level of development.
Whilst all these pillars are important, not all of them would require the same level of attention in each country. The pillars that require the most attention would depend on the stage of development the country is in (see column four of Table 1 ). There are three stages of development:
1.
Stage 1 indicates factor-driven economies that are primarily based on unskilled labour and natural resources. The key pillars to focus on in a factor-driven economy include institutions, infrastructure, macroeconomic environment, and health and primary education as these factors represent the bases from which all other economic activity would stem.
2.
Stage 2 represents efficiency-driven economies which are focused on developing more efficient production processes, increasing product quality, managing prices, and increasing wages. Efficiency-enhancing pillars are higher education and training, goods market efficiency, labour market efficiency, financial market development, technological readiness, and market size. 3.
Stage 3 represents innovation-driven economies where businesses have to focus on developing new and unique products using sophisticated production processes as this is the only way they would be able to sustain high wages and higher standards of living. Therefore, the innovation-driven pillars include business sophistication and innovation.
The USA would be an example of a Stage 3 economy that is innovation-driven explaining, to an extent, their leadership in the development of e-commerce business models, like the business model of Groupon. Although an innovation-driven economy, like the USA, is able to sustain the complexities of e-commerce business models, these business models might not be sustainable in countries that are in a different stage of development. An evaluation of the different regions that Groupon has a presence in shows that some of the countries are in Stage 1 or 2 of development, which means that these economies are not able to sustain the complexities inherent in ecommerce and the execution of business through social group buying.
Effective economies depend on sufficient and uninterrupted electricity supply that would enable unimpeded business functioning. Furthermore, a solid and extensive telecommunications network allows for rapid and free-flow of information. This increases overall economic efficiency by ensuring effective business decision-making based on relevant and current information available to the right people at the right time . Looking at the Middle East, Europe, the European Union (excluding Poland), North America and Oceania, these countries are all in Stage 3 of economic development and are therefore able to sustain e-commerce and social group buying business models. However, countries in Africa, Asia and Latin America are not in the same stage of development. Some of Groupon's most significant post-acquisition challenges arise from these three regions. In Africa, Groupon has a presence in only one country -South Africa.
The supply and access to electricity in South Africa has not been in line with the growth of the population and associated demand for electricity. Various regions of South Africa still do not have a consistent supply of electricity. In 1996, only 58% of South Africans had access to electricity. By 2001, access had increased to approximately 70% of the population (Zuma, 2011) . However, this still means that 30% of the population do not have access to electricity and the massive increase in energy supply has placed additional pressure on the national electricity grid. Since 2008, South Africa has battled with an inconsistent supply of electricity and has faced power cuts which have cost the economy US$5.5 billion (Styan, 2013) . The unequal distribution of electricity in South Africa also means that some provinces and cities do not have access to the Internet. This limits Groupon's operations to just four major cities -Johannesburg, Cape Town, Pretoria and Durban. Groupon, therefore, has limited market share in South Africa with most of the daily deals being advertised in Johannesburg -the largest metropolitan city based on population and access to employment.
In Asia, India is currently in Stage 1 of economic development, representing the largest disparity between Groupon's home country and any of the foreign markets they have entered. More than 400 million people in India do not currently have access to electricity. Quality of life in this country is limited by access to electricity and clean fuels. On an average day, there is a nine percent shortfall of electricity supply which results in "lost" annual economic growth of approximately 1.2 percent (Randall, 2012) . Similar to South Africa, the unequal distribution of electricity supply means that Groupon only has access to markets in a few major cities -Ahmedabad, Bangalore, Chandigarh, Chennai, Delhi, Hyderabad, Jaipur, Kolkata, Mumbai, Nagpur and Pune (Wauters, 2011 ).
The quality of overall infrastructure (i.e. the second pillar of global competitiveness) for each country indicates the location of economic activity as well as the kind of sectors and industries that can flourish in any given country. Well-developed infrastructure reduces the distance between different regional markets and integrates these markets into one national market, as well as connecting it to other countries and regions (Schwab & Sala-i-Martin, 2012, p. 5). This means that e-commerce can only flourish in an integrated and well-connected economic market with a stable transport and communications infrastructure network. The communications infrastructure is reflected in its electricity supply, number of fixed telephone lines and mobile phone subscriptions.
Business operations and Internet access can be hampered or helped by access to fixed telephone lines. The effectiveness of an Internet connection depends on latency and throughput. Latency affects the speed of a network. It refers to any kind of delay that could typically be incurred during the processing of network data (Mitchell, 2013) . The bandwidth size of any Internet connection is dependent on the quality of the fixed telephone lines and the quality of network cables used in these telephone lines. Throughput is defined as "the amount of raw material that can be processed at any given time" (Dictionary.com, 2013). Again, the bandwidth of an Internet connection determines the rate of throughput of data and determines the speed at which e-commerce transactions can be processed.
Looking at the number of fixed telephone lines per 100 people, two countries (South Africa and India) in Table 1 have less than ten fixed telephone lines per 100 people. Furthermore, nine countries (China, Indonesia, Malaysia, United Arab Emirates (U.A.E.), Finland, Poland, Romania and Mexico) have less than 25 fixed telephone lines per 100 people. The lack of fixed telephone lines does not, in itself, present an obstacle if other infrastructure makes up for it; for example, as is the case with Finland. With widely dispersed communities and no dominant national provider of fixed land lines, mobile phones (in particular, Nokia) developed much quicker in this country. In Finland's case, overall infrastructure balanced out because the pace of development in other areas compensated for the lack of development of fixed telephone lines. Nokia's emergence in the early 1990's as one of the world's leading mobile-phone makers dramatically influenced Finland's prosperity, contributing four percent to the country's overall GDP. Finland became a European technology hub and the economy has tripled in size between 1993 and 2008 (Lawton, 2011) .
Finland is a Stage 3 economy. Since they are innovation-based, they can compensate for infrastructure in a way that Stage 1 and 2 countries cannot. Finland has 166 mobile phone subscriptions per 100 people, indicating the shift to this type of technology to support their communication needs. In countries like South Africa, India, Indonesia, Poland, Romania and Mexico, the infrastructure is not developed enough to compensate for the lack of fixed telephone lines, resulting in an arrearage in e-commerce, in particular. From the markets that Groupon has entered (or leveraged into), there are 15 countries that have not reached Stage 3 of economic development yet and would thus not be able to sustain e-commerce business activities in the long run.
The ability to adopt existing technologies, specifically information and communication technologies (ICT's), is indicative of a country's level of technological readiness. ICT access and usage are key enablers of a country's overall technological readiness and are therefore pivotal for continued growth and productivity, especially for e-commerce (Schwab & Sala-i-Martin, 2012, p. 6). Technological readiness is a pre-cursor for innovation as the level of technological readiness of a particular country determines its ability to innovate in Stage 3. With the exception of U.A.E. and Finland, all the other countries identified above as having limited Internet connectivity also scored low on technological readiness -with a score of below 5 out of 7 (Schwab & Sala-i-Martin, 2012).
The technological factors that emanate from the structural factors include Internet access and saturation, smart phone users and registered Facebook users. Technological factors indicate online activity using various platforms and thus potential participation in e-commerce and social group buying. Although there are more social media platforms, Facebook seems to have the highest global saturation and would therefore provide an accurate reflection of participation on online social media platforms. Additionally, until recently, most of Groupon's advertising expenditure was on Facebook (Bercovici, 2012) , providing a clear link to potential Groupon customers. Table 2 represents a summary of the technological factors that point to online activity in the countries that Groupon operates in. Table 2 provides a break-down of potential online activity in each country where Groupon currently operates. The countries are categorised according to the same geographical regions as in Table 1. Table 2 provides a population estimate for each country and indicates the percentage of the population that has access to the Internet, as well as the number of smartphone users and the number of active Facebook profiles. From Table 1 , it is evident that some countries lack the necessary electricity supply and number of fixed telephone lines required for sustainable Internet activity. An alternative solution to a lack of telephone lines is through mobile broadband or smartphones that provide users with access to the Internet right in the palm of their hands. Owning a mobile phone does not guarantee access to the Internet, though. This can only happen through a smartphone equipped with the software to enable that kind of functionality. Thus, it becomes necessary to determine whether customers from markets with limited land line connectivity might have access to an alternative form of connectivity to the Internet via mobile broadband and their smartphones. The percentage of mobile broadband connections and the number of smartphone users in a particular population becomes significant.
Internet
Irrespective of the platform used to access the Internet, Internet bandwidth serves as a significant indicator of online activity since the speed of the Internet would affect the ease of use. Hong Kong, Singapore and Sweden have the highest smartphone penetration of all the countries in which Groupon operates. These countries are also at the top of the list in terms of Internet bandwidth. Bandwidth refers to "the volume of information per unit of time that a transmission medium, such as an Internet connection, can accommodate" (Fisher, 2013) and is usually measured in kilobytes per second (kb/s). Using the analogy of a pipe with water running through it, the size of the pipe determines the speed at which water flows through. As the bandwidth increases, so does the amount of data that can flow through at any given time (Fisher, 2013) . This would increase downloading speed, for instance. Hong According to Meeker (cited by Duncan, 2012) , mobile devices running iOS and Android now account for 45% of browsing compared to just 35% for Windows machines, pointing to rapidly expanding access to the Internet through mobile devices. Some countries have expanded their mobile broadband, thus priming their economies to move from an efficiency-based focus to the next stage of innovation. Connecting to the Internet through smartphones still presents limitations to latency and throughput, thus pointing to the fact that a lack of certain infrastructure cannot be fully circumvented by the introduction of new technologies since there still has to be some form of existing broader telecommunications backbone. The speed of smartphone connectivity via mobile broadband is still dependent on fixed line infrastructure, including fibre-optic cables and satellites. Although wireless technologies have significantly reduced the infrastructure costs related to expanding access to the Internet, by eliminating the need to invest in "the last mile" of fibre-optic cables from the infrastructure backbone to a user's home (Rouse, 2005) , these costs cannot be eradicated completely. Furthermore, smartphone technology enables access to data-rich websites like Facebook and Groupon, again limiting full access to the Internet to smartphone users and excluding a vast majority of other mobile phone users. Table 2 have limited internet saturation, indicating that only a small percentage of the population actually has access to the Internet and therefore to e-commerce and the products and services offered through social group buying. With the exception of Malaysia (with 61.7% Internet saturation) and Poland (with 62% Internet saturation), none of the countries in Stage 1 or 2 of economic development have an Internet saturation rate higher than 55%, which means that in these countries, almost half of the population does not have access to the Internet. It could be argued that for an e-commerce business model to be lucrative, it should be possible for an online company to access at least 60% of the target market. In countries like South Africa (13.9%), China (38%), India (10.2%), Indonesia (22.4%), Romania (39.2%), Mexico (36.9%) and Peru (34.1%), the Internet saturation is less than 40%. In these markets, Groupon would have access to approximately 10% to 30% of the population since more than 60% of the population does not have access to the Internet. Even in some of the developed economies that are in Stage 3 of development, the Internet saturation rates are lower than 60% -for example, in Russia (44.3%), Turkey (44.4%), Greece (46.9%), Italy (58.7%), Portugal (50.7%), Brazil (39%), Chile (59.2%) and Puerto Rico (42.6%).
Several countries listed in
As mentioned already, it is possible for consumers to access the Internet through other channels such as mobile broadband and smartphones. Mobile broadband subscriptions for countries in Stage 1 or 2 of economic development are still very low. For example, India is in Stage 1 of economic development and has a mere 1.9 mobile broadband subscriptions per 100 people in the population (1. Looking at the smartphone penetration in the markets with low Internet saturation rates, the majority of countries have smartphone penetration rates below 20% (South Africa, China, India, Indonesia, Russia, Turkey, Romania, Mexico and Brazil). No statistics were available for Peru and Puerto Rico. The only exceptions are Greece (with 35% smartphone penetration), Italy (with 38%) and Portugal (with 35%). Even though these markets have slightly higher smartphone penetration rates, it is still below 40% and thus still presenting e-commerce businesses with limited access to their target markets.
Social group buying is an extension of social media. Until recently, Groupon advertised extensively on Facebook to attract potential coupon users by driving e-mail signups and selling daily deals. Groupon's advertising expenditure was exclusively managed by a company called AdParlor who markets themselves as a platform for making social network advertising easy (Constine, 2011) . In effect, Groupon thus outsourced its core business to AdParlor. Transitioning from customer acquisition to customer activation, Groupon decided to no longer advertise on Facebook in order to cut its marketing costs. It decided that it has enough customers for now, switching from attracting new customers to wringing value out of existing subscribers (Bercovici, 2012) . The customer base that Groupon has managed to attract is disproportionally located. The unanswered question here is, "What about customers in developing markets?" These customers still have limited access to the Internet and it is highly unlikely that they are aware of all the Groupon deals being offered. Just because Groupon has attracted a sufficient number of customers in the developed markets, does not mean that they can now ignore the customers in the developing markets, since they have expanded their business to these markets. Perhaps Facebook advertisements with Groupon deals in these markets are still necessary.
Active Facebook profiles in developing markets are indicative of consumers' online activity and their level of comfort in using social media, since social group buying is an extension of social media. The countries with the lowest Facebook penetration are China (with 0.04%), India (with 5.37%) and Russia (with 5.39%). USA-based electronic companies have struggled to gain access to the Chinese market due to political reasons, such as the censorship enforced by the Chinese government (Vaitheeswaran, 2013) . These markets also represent cultural barriers due to significant differences in values between the USA and these countries. Even in light of these differences, the rate of Facebook penetration as an indicator of social media activity in these markets does not bode well for Groupon. Additionally, these three countries form part of the BRICS (Brazil, Russia, India, China and South Africa) grouping of emerging economies (The Economist, 2008; Van Agtmael, 2007) . While Groupon rushed with the rest of the world to invest in these countries due to the promised pay-off of high growth and high return on investment, the truth has not been as inspiring as the marketing campaign. Although these markets are delivering high returns on investment, the majority of the growth is in commodities and manufacturing and not from innovation-based products as one would expect from Stage 3 economies like the USA. As e-commerce is a manifestation of an innovation-based economy the actual focus of these economies goes some way in explaining Groupon's mediocre performance in these markets. South Africa (in Africa) and Indonesia, Japan and South Korea (in Asia) all have Facebook penetration rates below 20%. Japan is a Stage 3 economy and South Africa, Indonesia and South Korea are all regarded as high growth economies. Low social media activation in these markets is a troubling challenge for social group buying entities, like Groupon, to overcome.
